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Abstract 
 
PT. XYZ is a retail company that has many branches. Besides having many 
branches PT. This XYZ has approximately 150 salesmen and a total of 12,750 
customers handled. In carrying out its day-to-day operations ranging from pricing 
strategies, visits, negotiations and approvals all use the WA communication media 
(Whats app) and email. Where this is very difficult communication in internal 
marketing itself in terms of monitoring visits to customers, salesman performance 
and customer analysis. It also complicates communication with the administration 
department. With the digital transformation, especially the transformation of 
internal marketing operations including the administration section, it is expected 
that communication and implementation of marketing operations at PT. XYZ can 
be more effective, efficient and productive. However, digital transformation is not 
just a matter of utilizing technology. The application of digital transformation will 
also be accompanied by the creation of a new business model. This research was 
made with the aim to describe the digital transformation implemented by PT. XYZ 
in managing and monitoring salesman visits to customers as well as 
communication of orders made between salesmen, customers and the 
administration. In addition, this research is also intended to describe the business 
model of PT. XYZ post digital transformation. In order to answer these two 
problem formulations, this study uses several concepts, namely digital 
transformation and business models. The results of this study found that in 
carrying out digital transformation, PT. XYZ made several changes to the 
structure and work system. While in its business model, PT. XYZ now relies on 
website-based applications for marketing monitoring and is used to communicate 
with the administration. As for salesmen in the field using Android-based apps to 
run their daily work. Since digital applications were implemented. PT. XYZ is now 
easier and more efficient in coordinating, schedule and status of visits to 
customers, including coordinating goods orders with the administration 
Keywords - Digital Transformation, Digital Application, Operations 
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Abstrak 
 
PT. XYZ merupakan perusahaan retail yang memiliki banyak cabang. 
Selain memiliki banyak cabang PT. XYZ ini memiliki sekitar 150 salesman dan 
total 12.750 pelanggan yang ditangani. Dalam menjalankan operasionalnya 
sehari-hari mulai dari strategi harga, kunjungan, negosiasi dan persetujuan 
semuanya menggunakan media komunikasi WA (Whats app) dan email. Dimana 
komunikasi ini sangat menyulitkan dalam internal marketing itu sendiri dalam 
hal monitoring kunjungan ke pelanggan, kinerja salesman dan analisa pelanggan. 
Ini juga memperumit komunikasi dengan departemen administrasi. Dengan 
adanya transformasi digital, khususnya transformasi operasi pemasaran internal 
termasuk bagian administrasi, diharapkan komunikasi dan pelaksanaan operasi 
pemasaran di PT. XYZ bisa lebih efektif, efisien dan produktif. Namun, 
transformasi digital bukan hanya soal pemanfaatan teknologi. Penerapan 
transformasi digital juga akan dibarengi dengan pembuatan model bisnis baru. 
Penelitian ini dibuat dengan tujuan untuk mendeskripsikan transformasi digital 
yang dilakukan oleh PT. XYZ dalam mengelola dan memonitor kunjungan 
salesman ke pelanggan serta komunikasi pemesanan yang dilakukan antara 
salesman, pelanggan dan bagian administrasi. Selain itu, penelitian ini juga 
dimaksudkan untuk mendeskripsikan model bisnis PT. XYZ pasca transformasi 
digital. Untuk menjawab kedua rumusan masalah tersebut, penelitian ini 
menggunakan beberapa konsep yaitu transformasi digital dan model bisnis. Hasil 
penelitian ini menemukan bahwa dalam melakukan transformasi digital, PT. 
XYZ melakukan beberapa perubahan pada struktur dan sistem kerjanya. 
Sedangkan dalam model bisnisnya, PT. XYZ sekarang mengandalkan aplikasi 
berbasis situs web untuk pemantauan pemasaran dan digunakan untuk 
berkomunikasi dengan administrasi. Adapun salesman di lapangan 
menggunakan aplikasi berbasis Android untuk menjalankan pekerjaannya 
sehari-hari. Sejak aplikasi digital diterapkan. PT. XYZ kini lebih mudah dan 
efisien dalam mengkoordinasikan, menjadwalkan dan status kunjungan ke 
pelanggan, termasuk mengkoordinasikan pesanan barang dengan bagian 
administrasi 
Kata Kunci - Transformasi Digital, Aplikasi Digital, Operasi 
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I. INTRODUCTION 
 
Technology is the main story in professional currently, plain and simple. It’s 
biggest since current growth in all things digital is eliminating restraints and creating 
exciting new possibilities that mark everyone’s lives and innovativeness.  
The idiom Web 2.0 come in up-to-date use in 2004 to mean a deep 
modification under way on the World Wide Web: a prodigious democratization of 
contented making. Now is the era of digital, In this world competition and 
technological developments, innovation efforts are needed by optimizing the role of 
information and rapidly evolving technologies that will certainly affect the business 
activities of consumption cooperatives. Cooperative-consumption by conventional 
way of working and not yet have a plan to build integrated system. 
PT. XYZ is a company that has been established for more than 35 years and 
has been trusted by many customers to distribute its goods throughout Indonesia, is 
a retail company that has 34 branches spread across major cities in Indonesia. 
Besides having many branches PT. This XYZ has approximately 150 salesmen 
ranging from staff, supervisors, branch heads, area managers to the marketing 
director level. Total customers handled are approximately 12,750 customers ranging 
from small customers to large customers. In carrying out its day-to-day operations 
ranging from pricing strategies, visits, negotiations and approvals all use the WA 
communication media (Whats app) and email. Where this is very difficult 
communication in internal marketing itself in terms of monitoring visits to customers, 
salesman performance and customer analysis. It also complicates communication 
with the administration department. With the digital transformation, especially the 
transformation of internal marketing operations including the administration section, 
it is expected that communication and implementation of marketing operations at 
PT. XYZ can be more effective, efficient and productive. However, digital 
transformation is not just a matter of utilizing technology. The application of digital 
transformation will also be accompanied by the creation of a new business model. 
This research was made with the aim to describe the digital transformation 
implemented by PT. XYZ In addition, this research is also intended to describe the 
business model of PT. XYZ post digital transformation. In order to answer these two 
problem formulations, this study uses several concepts, namely digital 
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transformation and business models. The results of this study found that in carrying 
out digital transformation, PT. XYZ made several changes to the structure and work 
system. While in its business model, PT. XYZ now relies on website-based 
applications for marketing monitoring and is used to communicate with the 
administration. As for salesmen in the field using Android-based apps to run their 
daily work. Since digital applications were implemented. PT. XYZ is now easier and 
more efficient in coordinating, schedule and status of visits to customers, including 
coordinating goods orders with the administration 
 
II. LITERATURE REVIEW 
 
DIGITAL MASTERY 
Companies that use digital technologies to drive significantly higher levels 
of profit, productivity, and performance—do exist, but they’re rare. For reasons that 
we’ll explain here, most firms fall short of digital mastery. the benefit: the reasons 
that companies fall short of digital mastery aren’t mysterious or too numerous to list 
(easy to categorize). The weakness is probably not ready to survive and thrive in the 
second machine age. The second machine age - an innovation in digital 
technologies is bringing our world into what one of us. While Industrial Revolution, 
when new machines bent the curve of commerce, capitalism, and, indeed, human 
history are the first one. 
Online clients can order tailored products in hundreds of size blends. Digital 
apparatuses have finished produce project and manufacturing quicker and more 
effective than continually before. Extra digital abilities have helped company to 
improve visibility and performance in its operations, growing competence, dropping 
waste, and pretty corporate social responsibility in the company’ worldwide source 
chain. Social media enable company to be an important portion of the discussion 
around their major of business.  
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The DNA of Digital Masters 
Digital Leaders excel in double serious scopes: the what of technology 
(which we call digital abilities) and the in what way of principal modification (which 
we call leadership capabilities). These are two very different scopes of digital 
mastery, and individually plays its own role 
Digital Abilities 
Digital Leaders tell where and in what way to invest in the digital chance. 
The size of the asset is not as significant as the reason. Digital Masters see 
technology as a way to change the way they do commercial—their client activities, 
internal actions, and even business models. To these companies, new technologies 
such as social media, mobility, and analytics are not goals to attain or signals to send 
their customers and investors. These technologies are tools to get closer to customers, 
empower their employees, and transform their internal business processes. But more 
than technology is needed. While the changes possible through smart digital 
investment are impressive, they are not enough. Companies that invest in the right 
areas have higher revenue for each unit of their existing physical capacity (such as 
people and facilities) than their competitors, but they are no more profitable. Gaining 
the correct digital benefit also needs leadership. 
Leadership Abilities 
For Digital Leaders, dedicated leadership is more than just a buzz-word. It is 
the lever that turns technology into transformation. Despite the advice of many gurus 
to “let a thousand flowers bloom” in your company, we saw no examples of 
successful transformation happening bottom-up. Instead, executives in every Digital 
Master steered the transformation through strong top-down leadership: set-ting 
direction, construction drive, and ensuring that the company follows through. Top-
down leadership does not mean that you need to plan out the transformation in whole 
detail from the start nor wait for prodigious things to happen. Leaders formed a pure 
and broad idea of the coming, started some critical initiatives, and then engaged their 
employees to build out the vision over time. Top-down leadership does mean robust 
governance and organization. It is very hard to guarantee that all parts of a complex 
company move in the true way at the right pace.  
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FOUR POINTS OF DIGITAL MASTERY 
Digital Dimension VS Leadership Dimension 
Each measurement is diverse, and individually is significant for different 
reasons. Pushing the two dimensions together yields four points of digital mastery 
(figure II.I). Digital Masters excel at together dimensions, then most companies do 
not. Some companies are robust on digital abilities but weak on direction capabilities. 
Some are the reverse. Still others are weak on both scopes; they have not yet begun 
the digital trip. 
 
Figure II.I Four Level of Digital Mastery 
 
The Power of Digitally Transformed Operations 
Converting operations is fewer sexy than converting client experience. In 
industry after industry, companies with better operations create a competitive 
advantage finished greater output, effectiveness, and quickness. The hidden nature 
of operations makes it a particularly valuable source of competitive advantage. 
Competitors can see the outcome—healthier productivity or agility—but cannot see 
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how you get it. The working benefit is difficult to copy, because it comes from 
processes, skills, and information that operate together as a well-tuned machine. 
Corporations in each manufacturing and country are previously seizing the digital 
operations benefit. Executives are making better decisions since they have better 
data.  
For Digital Masters, these new technologies are not goals to attain or signals 
to send to investors. Instead, the technologies are tools that can be combined to get 
closer to customers.Digital mastery goes well beyond websites and mobile apps to 
truly transform the customer experience and how you steer customers effortlessly 
through it. Delivered properly, an engaging customer experience creates value for 
both customers and firms. It drives retention and stimulates customer loyalty. But 
delivering a differentiated customer experience in large organizations is a complex 
task. Why? Customer expectations have increased substantially; based on our study, 
70% highlighted the ever-rising tide of customer expectations as a key driver for 
change. Integrating new digital channels into existing operations can be 
organizationally challenging. These digital interactions force an evolution in 
culture—new clock speed, new decision-making methods, new rules—that can run 
counter to the way large traditional companies have managed customer relationships. 
The Power of Digitally Transformed Operations 
 
The operational advantage is difficult to copy, because it comes from 
processes, skills, and information that operate together as a well-tuned machine. 
Companies in every industry and country are already capturing the digital operations 
advantage. Executives are making better decisions because they have better data. 
Technology, from robots to diagnostics to workflow management, can outperform 
human workers along dimensions ranging from cost to quality to safety to 
environmental protection. Other technology is augmenting human labor, improving 
human productivity, and making work more fulfilling in jobs ranging from customer 
service workers to attorneys to surgeons. By virtualizing business processes—
separating the work process from the location of the work itself, and providing 
decision makers with the information they need regardless of the source—
companies are using technology to truly leverage their global knowledge and scale. 
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Difficulty in Sales Technology and Sales Intellectual 
The E-commerce grows quickly in the method of Internet and there are 
numerous clean E-commerce enterprises. It has produced great effect on physical 
retail enterprises and several old-style pure physical retail enterprises have to option 
to conversion and promotion. But, clean E-commerce enterprises also have their 
personal complications truly. It means that enterprises must understand the full and 
deep mixing online and offline to really deliver improved experience for clients and 
meet their real strains in the new era. For sample, Sung.com launches the pick-up 
service in supplies to lead client flow. At current, this mixing still stays in the 
opening stage; therefore, the deeper and full combination is 
 
III RESEARCH METHOD 
 
In this study the authors used the interview method and online observation 
with the entire marketing team and the admin team of PT. XYZ Performed online 
because the location of the team that is spread throughout major cities in Indonesia. 
Based on the results of research the most important role is how the marketing team 
can maintain a good relationship with its customers by ensuring the marketing team 
visits its customers regularly and ensures orders from customers can be monitored 
properly. Then how the role of digital transformation here to make it better, more 
effective and efficient by integrating operations with technology can be seen in 
figure III.I below 
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Figure III.I Technology Integration Between Customers, Sales Admin and 
Marketing 
 
Marketing is meant here is a person who makes an approach to the customer, 
such as making visits, offering products, presenting products, providing price quotes, 
promotions and discs until the customer places an order for goods. Sales Admin here 
is the one who supports the customer, such as providing information to the 
Marketing party for customers who have not been visited for a long time, customers 
who have not made an order for a long time, help coordinate the schedule of visits, 
assist in the administration process of the sales process until the product ordered 
reaches the customer accordingly orders that have been made. 
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IV. DISCUSSIONS 
 
 Implementation of digital technology at PT. XYZ starts from the supervisor 
making a schedule for his salesman. Then the salesman receives an order from the 
supervisor and starts a visit. All visits are monitored by supervisors and 
administration. Including receiving orders inputted by salesmen. Top Management 
can see the order summary, visit and customer map with the dashboard that has been 
prepared. The digital transformation model can be seen in figure IV.I below 
 
 
Figure IV.I Digital Transformation PT. XYZ 
 
 The process is divided into 4 major : 
  Administration : 
 The department that receives order information from Marketing or salesman 
 Monitoring the visits that have been made by Marketing 
Marketing : 
 Receive the schedule that has been made by his supervisor 
 Make visits with applications in their Mobile Application 
 Entering orders, if the customer agrees to place an order 
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Supervisor 
 Monitor marketing visits that have been carried out by the team or under their 
coordination. 
 Review the Marketing Tour Report every day, see how the route is taken by 
the marketing team under their coordination. 
 Doing approve orders that have been made by the admin 
 Register new marketers and deactivate existing ones. 
 Schedule visits 
 
Top Management / Strategic Level 
 Overall review of national customers from the dashboard that has been 
designed, such as seeing customer deployment 
 Review the overall number of orders that occurred, canceled and pending 
 Review summary of customer visits that have been done by marketing 
 
The application used is divided into 2 platforms, the application is based on 
Android Mobile Application which is installed on a mobile phone for all salesmen. 
And web-based applications that can be accessed by all devices as long as they have 
browser applications such as Google Chrome and Mozilla Firefox. Three-way 
communication between customers, sales admin and marketing, which has been 
done manually and only using WA chat, there is often a misunderstanding with the 
digital transformation of the transformation of supervisors from marketing to 
schedule team visits based on operational data or visits that have occurred. Historical 
data will be studied and analyzed, where it can be seen that customers who have 
never been visited, customers who have been missed are visited because they may 
not be at the location when the customer is scheduled. With this system, no customer 
will be missed to visit. In addition, the data will be integrated with sales data so that 
it can be seen that customers who have not made a sales order for a long time can 
make a special visit schedule for that customer. For more details, see figure IV.II 
below 
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The picture above shows a web-based application to schedule customer visits 
where after the input is complete, the marketing will get a notification on the mobile 
application. When marketing wants to start the day for a visit, then just activate the 
application in the mobile application, the schedule for the day will appear 
automatically. The application will also display a map where the marketing is 
located and see the location points or schedules that must be visited by the marketing 
itself. 
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Figure IV.II Platform Digital Transformation PT. XYZ 
 
Gambar IV.II menggambarkan kalender kunjungan dari setiap marketing, 
termasuk realisasi rute kunjungan dari marketing itu mulai dari kunjungan pertama 
sampai ke kunjungan terakhir dan diberikan no urut sesuai realisasi kunjungan. 
Dengan adanya dashboard ini kita bisa melihat aktifitas setiap marketing, apakah 
mereka benar berkunjung ke customer sesuai dengan yang dijadwalkan oleh 
supervisor atau atasan mereka. Gambar IV.II bagian bawah menggambarkan total 
marketing dari perusahaan itu yang ber aktifitas setiap hari nya berkenjung ke 
customer. Disana setiap hari ada 3 warna : Warna Hijau artinya jumlah kunjungan 
yang dilakukan, Warna Biru adalah jumlah marketing yang berkunjung dan yang 
terakhir adalah warna merah yang memberikan arti total marketing yang tidak ber 
aktifitas atau yang tidak melakukan kunjungan. Figure IV.II depicts the visit 
calendar of each marketing, including the realization of the route of marketing visits 
from the first visit to the last visit and is given a serial number according to the 
realization of the visit. With this dashboard, we can see the activities of each 
marketing, whether they really visit the customer as scheduled by their supervisor 
or superior. Figure IV.II below illustrates the total marketing of the company, which 
has activities every day visiting the customer. There every day there are 3 colors: 
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Green means the number of visits made, Blue is the number of marketing visits and 
the last is red which means total marketing that has no activity or no visits. 
 
 In addition the application also prepares a report in the form of a dashboard 
for Top Management as in figure IV.III below 
 
Figure IV.III Dashboard for Top Management 
 
 
Figure IV.IV Dashboard Prospect By Province 
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Figure IV.V Dashboard Age Of Customer 
 
Figure IV.VI Dashboard Customer Order Status 
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Figure IV.VII Dashboard Marketing By Omzet 
 
Figure IV.VIII Dashboard Marketing By Prospect 
 
Figure IV.IX Dashboard Forecast of Marketing 
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Figure IV.X Dashboard Map Of Customer 
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V. CONCLUSION 
The development of technology which is rapidly increasing now brings changes in 
human life, starting from daily life including in terms of doing work at his place of 
work. With advances in technology making work and internal communication easier, 
more efficient and effective. Digital Change with the implementation of technology 
integration at PT. XYZ between marketing, sales admin and customers can improve 
the performance of PT. XYZ is much better. 
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